Abstract: This study examined the mediating effects of organizational pride and trust on the relationship between employee volunteering meaningfulness and organizational citizenship behavior. The study also investigated the moderating effects of perceived organizational support for the relationships between volunteering meaningfulness with organizational pride and trust. The study was administered in South Korea and sampled 267 full-time employees and found organizational pride and trust mediates the relationship between volunteering meaningfulness and organizational citizenship behavior, while perceived organizational support moderated the relationships between volunteering meaningfulness and organizational pride and trust. In addition, supplementary analysis found mediated moderation suggesting that supportive feelings had indirect effects on citizenship behavior.
Introduction
Corporate social responsibility (CSR) is argued to be indispensable for sustainable business [1] . CSR is referred to as the discretionary business practices and contributions of organizational resources to positively affect social change and environmental sustainability [2, 3] . Studies have suggested that CSR leads to corporate sustainable development, enabling companies to improve their profitability and create social values simultaneously (e.g., [4] ). Moreover, CSR initiatives help companies create a trusting environment for innovation which enhances long-term competitive advantages that contributes to corporate sustainability [5] .
Employee volunteering is one of the fastest growing CSR activities and an increasing number of organizations have developed CSR programs to support and organize opportunities for employees to volunteer their skills and time to help serve the community [6] . CSR programs are worldwide as over 90% of Fortune 500 companies operate employee volunteering programs and 80% of European organizations provide employee volunteering programs [7, 8] . Corporate volunteering programs are also prevalent in Korea; a recent survey showed that 79% of the top 500 Korean companies operate employee volunteering programs and more than 50% of the employees have participated in the corporate volunteering programs [9] . Therefore, previous studies have suggested that employee volunteering has been one of the fastest growing areas of CSR activities worldwide [10] .
Employee volunteering is important in that it can form partnerships with external stakeholders as a part of an organization's CSR actions to convey its corporate value [11] . Moreover, it is meaningful that corporate support for employee volunteering is considered as an important means by which companies can demonstrate their CSR initiatives [12] . In particular, the importance of employee volunteering is emphasized in that CSR strategies are most effective when employees become leading enactors while their employers act as supportive facilitators [13] .
Due to the growing prevalence of employee volunteering, academic research on employee volunteering has flourished. This research stream has mainly aimed to emphasize the benefits of employee volunteering for both employees and organizations, showing that employee volunteering positively influences numerous organizational attitudes and behaviors [14] [15] [16] [17] . Research has suggested that volunteering meaningfulness has a positive impact on behavioral outcomes [18, 19] ; however, despite prolific academic effort examining the organizational consequences of employee volunteering, relatively little is known about the underlying mechanisms and boundary conditions associating employee volunteering and outcomes (e.g., [20] [21] [22] ). Recently, Rodell et al. [17] conceptualized an integrative framework delineating employee attitudes to mediate the relationships between employee volunteering and behavioral outcomes. The model suggested that workplace attitudes such as identification, pride, and job satisfaction can mediate the relationships between employee volunteering and work behaviors such as task performance, organizational citizenship behavior, and counterproductive work behavior. Moreover, Glavas [23] conceptualized model suggested that perceived organizational support (POS) can enhance the effects of employee volunteering on organizational outcomes such as job satisfaction, organizational identification, and organizational commitment. Therefore, based on their frameworks, this study empirically examined the mediating effects of organizational pride and trust for the relationship between volunteering meaningfulness and organizational citizenship behavior and the moderating effects of perceived organizational support for the relationships between volunteer meaningfulness and organizational pride and trust.
As there are limited studies on underlying mechanisms and boundary conditions that associate CSR and organizational outcomes, this study contributes by associating volunteer meaningfulness to organizational citizenship behavior via organizational pride and trust which examines beyond the direct effects of employee volunteering. In addition, the findings also contribute by explaining how perceived organizational support can further enhance the positive effects of volunteer meaningfulness to organizational pride and trust as well as indirectly affecting organizational citizenship behavior.
Theoretical Background and Hypotheses Development

Corporate Sustainability and Employee Volunteering
Corporate sustainability and CSR have been introduced to provide organizations with the necessary guidance for mutual benefits that enhance their long-term profitability and create social value [24] . Prior studies have suggested a positive relationship between CSR and corporate sustainability (e.g., [25] ). Accordingly, organizations can be sustainable by continuously developing and implementing CSR activities and resulting in an effective integration of corporate profitability and social benefits that can create competitive advantage as well as enable the organization to maintain sustainable development [26] .
Corporate sustainability can be attributed as fulfilling the needs of corporate stakeholders [27] . Employees are considered to be an essential factor that potentially affects corporate sustainability [28] . In this perspective, Grant [10] asserted the needs for employee-centered understanding of CSR and the importance of employee participation in corporate volunteering. Similarly, Lee and Chen [4] mentioned that organizations should consider employee volunteering as a long-term process for corporate sustainability.
Employee volunteering can be defined as individuals investing their time or skills for a planned activity aimed at an external group or organization [28] . This definition incorporates three core components. First, volunteering involves active giving activities instead of passive forms of support. Second, volunteering is a planned activity rather than a spontaneous act of helping [17, 29] .
Third, volunteering occurs within a volunteer group or organization [17, 30] . Studies have found that employee volunteering significantly affects workplace attitudes such as job satisfaction, organizational identification, commitment, and turnover intentions and workplace behaviors such as task performance, organizational citizenship behavior, and teambuilding [15, 16, 19, 20, 31] . Thereby, extant studies found that employee volunteering can positively contribute to organizational performance.
Social exchange theory and social identity theory have been applied as key theoretical frameworks to how corporate volunteering is related to organizational outcomes [15] . According to social exchange theory, social exchange involves a series of interactions between two parties which then invokes a mutual obligation to reciprocate toward one another [32] . CSR can be explained by reciprocal relationships as organizations provide and promote good organizational practices toward the employees and employees reciprocate to the organization by perceiving positive workplace attitudes and engaging in positive organizational behaviors [33] .
Social identity theory suggests that people tend to interpret their identities in a social environment. The theory focuses on social categorization in which people can define themselves in relations to a social group they want to be a part of. Previous studies have argued that an individual's social identity can be derived from one's organization, thereby creating a psychological connection between the individual and the organization [34] . CSR can communicate the organization's values that can significantly influence an employee's perception about one's organization. When an employee favorably perceives one's organization and prefers to be identified and affiliated with the organization, it then activates prosocial organizational attitudes and behaviors.
Mediating Effects for the Relationship between Volunteering Meaningfulness and Organizational Citizenship Behavior
The sense of meaningfulness derived from an activity is the most commonly mentioned reason for volunteering. It is a form of intrinsic motivation that guides subsequent behavior as people tend to volunteer in order to fulfill their desire to perceive significance and values in their lives [17] . Volunteering meaningfulness is an employee's understanding of the significance and purpose of one's volunteer work [35] . Employees feel meaningfulness from volunteering when they commit themselves to their affiliation with such work that gives them favorable status and recognition and respect from others [36] .
Based on social identity theory, employees that participate in corporate volunteering and perceive meaningfulness from volunteering will tend to classify themselves with an organization as organizational members. As they identify with the organization, they will likely become integrated and congruent with the organization. Subsequently, organizational identification will regulate an individual's perceptions and behaviors within an organizational context [37] . In this regard, the relationship between volunteer meaningfulness and organizational pride can be explained by social identity theory as Pajo and Lee [38] demonstrated that opportunities to volunteer had an important role in promoting an employee's perceptions on one's prosocial organizational identity. Furthermore, volunteering meaningfulness provides employees with a strong sense of connection with their organization because organizational support of such activities is a basis of pride [39] .
Prior literature suggests that organizational pride can be a psychological mechanism that can associate volunteering meaningfulness and organizational citizenship behavior [21, 39] . When employees feel meaningfulness in their work, they are more likely to collaborate with their coworkers for the good of their organization. Additionally, they will be more likely to go beyond the boundaries of their job description and engage in citizenship behaviors [39, 40] . Organizational citizenship behavior refers to voluntary, helpful, and constructive behaviors that are intended to benefit the organization or its members [18] . Organizational citizenship behavior can be directed toward individuals (OCBI) and the organization itself (OCBO). OCBI is defined as behaviors that benefit specific organizational members while OCBO are behaviors that benefit the organization in general [41] . The distinction between OCBI and OCBO is important as the two can have different predictors and outcomes [41, 42] . Accordingly, employee volunteering engenders pride in the organization and provides employees with a rationale for engaging in organizational citizenship behavior. Rodell et al. [19] argued that positive feelings associated with corporate volunteering is shared among employees and organizational pride captures this shared affective experience among employees. Similarly, volunteers that perceived organizational pride increased the likelihood for individuals to engage in organizational citizenship behavior [43, 44] . Based on these findings, we expect that volunteering meaningfulness will influence organization citizenship behavior by fostering a sense of organizational pride. Hence, we propose the following: Hypothesis 1 (H1). Organizational pride will mediate the relationship between volunteering meaningfulness and OCBI.
Hypothesis 2 (H2).
Organizational pride will mediate the relationship between volunteering meaningfulness and OCBO.
Organizational trust can be another mechanism that can associate the relationship between volunteering meaningfulness and organizational citizenship behavior. Recent CSR studies have argued that trust can be a relevant underlying mechanism that links CSR activities to workplace attitudes and behaviors [45, 46] . Pivato et al. [47] argued that trust is an initial consequence of CSR and the direct result of certain CSR activities. Similarly, Choi and Yu [45] suggested that an employee's perceived trust can be a mediating mechanism that can associate CSR with organizational outcomes.
As shown, volunteering can provide employees with a sense of organizational identification that allows organizational members to positively perceive their organization. According to social identity theory, corporate citizenship may positively influence affection, attribution, retention, and motivation of employees because they strongly identify with positive organizational values [22] . In this regard, when organizational members perceive volunteering meaningfulness, they form affectionate bonds to their organizations which can result in positive workplace attitudes and behaviors such as organizational trust [48] . Furthermore, organizational members are likely to appreciate their organizations when there are opportunities for feelings of meaning, impact, and self-determination. Subsequently, they will be more likely to reciprocate by increased loyalty, commitment, and attachment to the organization [49] . As a result, studies have found volunteering to be positively related to workplace attitudes such as organizational identification [50] and organizational commitment [21] . Therefore, we posit the following:
Hypothesis 3 (H3)
. Organizational trust will mediate the relationship between volunteering meaningfulness and OCBI.
Hypothesis 4 (H4).
Organizational trust will mediate the relationship between volunteering meaningfulness and OCBO.
Moderating Effect of Perceived Organizational Support
Organizational members are likely to perceive their organizations to have human-like characteristics [51] as they can differentiate positive and negative treatment from the organization in terms of how an organization values their contribution and cares about one's well-being. POS creates obligatory feelings toward one's organization's welfare and goals, thereby increasing individuals to become more committed, increase their work effort and work responsibilities while decreasing detrimental attitudes and behaviors toward the organization (e.g., [52] ). In this regard, employees who perceive higher levels of organizational support are more likely to reciprocate toward the organization with high levels of emotional attachment [53] . In addition, Rich et al. [54] noted that supportive perceptions provide a psychological safe workplace environment so that an employee can be more engaged when an organization supports an employee.
Employees that positively perceive organizational support tend to have favorable perceptions about their organizations. In this regard, POS can moderate the relationships between volunteer meaningfulness with organizational pride and trust. POS will further strengthen the positive effects of volunteer meaningfulness on organizational pride and trust as POS can provide positive organizational indications to organizational members that further stimulate positive organizational attitudes. Thus, we propose the following:
Hypothesis 5 (H5).
Perceived organizational support will moderate the relationship between volunteering meaningfulness and organizational pride, as higher levels of perceived organizational support will strengthen the relationship.
Hypothesis 6 (H6).
Perceived organizational support will moderate the relationship between volunteering meaningfulness and organizational trust, as higher levels of perceived organizational support will strengthen the relationship.
The research model is depicted in Figure 1 . Employees that positively perceive organizational support tend to have favorable perceptions about their organizations. In this regard, POS can moderate the relationships between volunteer meaningfulness with organizational pride and trust. POS will further strengthen the positive effects of volunteer meaningfulness on organizational pride and trust as POS can provide positive organizational indications to organizational members that further stimulate positive organizational attitudes. Thus, we propose the following:
Hypothesis 5 (H5).
Hypothesis 6 (H6).
The research model is depicted in Figure 1 . 
Method
Data Collection
We collected data from full-time employees from four organizations using a self-administered questionnaire in South Korea. Organizations were selected based on whether they operated their own CSR activities and had numerous employee volunteer programs. The average annual total sales of the companies were 2.28 billion dollars ranging from 322.28 million dollars to 4.59 billion dollars. The average number of participating employees from the four organizations was 2619 employees and the range of participating employees ranged from 334 to 5611 employees [55] . The organizations operate a variety of corporate volunteering programs such as educational services for children from low income families, assistance programs for people with disabilities or living under hardship, and environmental awareness and conservation programs. The company provides information to the employees about volunteer activities, times, and locations. Employees are allowed to voluntarily choose their volunteer work without having a disadvantage when an employee does not participate in volunteering activities.
The questionnaires were accompanied by a letter to the volunteering program managers and the survey was given in-person to each participant in an individually sealed envelope. The cover letter stated a concise purpose of the study and emphasized anonymity and confidentiality to control for social desirability bias. To further maintain anonymity, the questionnaire did not include 
Method
Data Collection
The questionnaires were accompanied by a letter to the volunteering program managers and the survey was given in-person to each participant in an individually sealed envelope. The cover letter stated a concise purpose of the study and emphasized anonymity and confidentiality to control for social desirability bias. To further maintain anonymity, the questionnaire did not include any specific personal information that could identify the individual. Also, we assured that the data would be used for research purposes only.
Questionnaires were distributed to 400 employees and 285 questionnaires were returned (response rate: 71.25%). Out of 285 questionnaires, 267 were usable due to missing data. The majority of the respondents was male (53.56%), average age was 33.22 years, and average tenure was 8.45 years. A total of 81.65% had a college degree or higher, regarding organizational position, 59.18% were entry level employees and 40.82% were managers. A total of 19.10% had less than 2 years of volunteer experience while 41.20% had more than 5 years of experience.
Measures
As the study was administered in South Korea, the measures were translated in Korean by professional bilingual researchers and the translation were back-translated by another bilingual researcher to ensure the accuracy of the translations. Seven-point Likert scales ("1 = strongly disagree"; "7 = strongly disagree") were used to measure all items.
Respondents were asked to evaluate volunteering meaningfulness with an adaptation of Spreitzer's [56] three-item scale. Sample items included: 'My volunteer activities are personally meaningful to me,' and 'The volunteer work I do is very important to me.' The reliability of this scale was 0.93. Gender, level of education, age, position, and organizational tenure were included as control variables for the analyses.
Results
Common method variance is a potential concern as questionnaires were self-reported. In order to control for common method variance, this study implemented procedural remedies by guaranteeing anonymity and confidentiality. In addition, Harman's single factor analysis was applied to check for possible common method variance. The results revealed that there was no dominant single factor explaining a majority of the variance, thus common method variance was not a considerable issue. Table 1 presents the descriptive statistics and correlations among the variables. Confirmatory factor analysis (CFA) was conducted to examine the empirical distinction between the study variables. To evaluate the fit of the measurement model, normal fit index (NFI), Tucker-Lewis Index (TLI), comparative fit index (CFI), and root mean square error of approximation (RMSEA) were estimated. The results indicated an acceptable measurement model fit (χ 2 (233) = 436.75, p < 0.01; NFI = 0.94, TLI = 0.97, CFI = 0.97, RMSEA = 0.06). To confirm discriminant validity of the hypothesis model constructs, a one-factor model to the hypothesized six-factor model were compared. As presented in Table 2 , the results showed that the six-factor model was a better fit compared to the other models.
All standardized factor loadings were significant (p < 0.01) with the lowest standardized loading equal to 0. In addition, the AVE values for each construct was higher than any squared correlation indicating satisfactory discriminant validity [59] . Thus, the research model's variables had sufficient reliability and validity. Bootstrapping tests were conducted to test the parallel multiple mediation model as recommended by Hayes [60] . Bootstrapping is a statistical method based on resampling processes with replacement for testing indirect effects [61] . The bootstrapping method was conducted with 5,000 samples at 95% confidence intervals to assess multiple mediation. Hierarchical regression analyses were conducted for the moderating hypotheses. Gender, age, level of education, position, and organizational tenure were included for all of the analyses.
Hypothesis 1 predicted that organizational pride will mediate the relationship between volunteering meaningfulness and OCBI. Likewise, Hypothesis 2 posited the mediating effect of organizational pride on the relationship between volunteering meaningfulness and OCBO. Hypothesis 3 proposed the mediating effect of organizational trust on the relationship between volunteering meaningfulness and OCBI and Hypothesis 4 predicted that organizational trust will mediate the relationship between volunteering meaningfulness and OCBO. Table 3 and Figure 2 shows the multiple mediation regression analysis results. As shown in Table 3 , volunteering meaningfulness was positively associated with organizational pride (β = 0.40, p < 0.01) and organizational trust (β = 0.44, p < 0.001). For organizational citizenship behavior, organizational pride was positively related to OCBI (β = 0.48, p < 0.001) and OCBO (β = 0.49, p < 0.001) and organizational trust was also positively related to OCBI (β = 0.14, p < 0.05) and OCBO (β = 0.17, p < 0.05). Table 4 shows the bootstrap results for the indirect effects. Results indicate that organizational pride mediated the relationships between volunteering and OCBI and OBCO. The bootstrap results in a bootstrapped 95% CI around the indirect effects did not contain zero for OCBI (95% CI = (0.13, 0.27)) and OCBO (95% CI = (0.12, 0.27)). Also, the mediating effects of organizational trust were significant on OCBI and OCBO. The results showing a 95% CI around the indirect effect did not contain zero for OCBI (95% CI = (0.01, 0.11)) and OBCO (95% CI = (0.02, 0.14)). The results of the bootstrapping tests of the multiple mediation effects show that both organizational pride and trust mediated volunteering meaningfulness with OCBI and OCBO, thus Hypotheses 1-4 were supported. in a bootstrapped 95% CI around the indirect effects did not contain zero for OCBI (95% CI = (0.13, 0.27)) and OCBO (95% CI = (0.12, 0.27)). Also, the mediating effects of organizational trust were significant on OCBI and OCBO. The results showing a 95% CI around the indirect effect did not contain zero for OCBI (95% CI = (0.01, 0.11)) and OBCO (95% CI = (0.02, 0.14)). The results of the bootstrapping tests of the multiple mediation effects show that both organizational pride and trust mediated volunteering meaningfulness with OCBI and OCBO, thus Hypotheses 1-4 were supported. Table 5 shows the hierarchical regression results for the moderating effects of perceived organizational support. In the regression model, variables were mean-centered to avoid potential multicollinearity [62] . Hypothesis 5 predicted that perceived organizational support will moderate the relationship between volunteering meaningfulness and organizational pride. Specifically, we posited that the relationship between volunteering meaningfulness and organizational pride becomes stronger when perceived organizational support increases. The results show that the moderating effect of organizational support between volunteering meaningfulness and organizational pride was significant (β = 0.11, p < 0.05). Table 5 shows the hierarchical regression results for the moderating effects of perceived organizational support. In the regression model, variables were mean-centered to avoid potential multicollinearity [62] . Hypothesis 5 predicted that perceived organizational support will moderate the relationship between volunteering meaningfulness and organizational pride. Specifically, we posited that the relationship between volunteering meaningfulness and organizational pride becomes stronger when perceived organizational support increases. The results show that the moderating effect of organizational support between volunteering meaningfulness and organizational pride was significant (β = 0.11, p < 0.05).
Hypothesis 6 posited that the relationship between volunteering meaningfulness and organizational trust becomes stronger as perceived organizational support increases. As shown in Table 5 , there was a significant interaction effect between volunteering meaningfulness and perceived organizational support on organizational trust (β = 0.09, p < 0.05). Table 5 . Hierarchical regression model.
Organizational Pride
Organizational Trust
Variables
Step 1
Step 2
Step 3
Step 1 Stpe 2
Step 3 We further depicted the interaction effects at one standard deviation above and below the mean [53] . As depicted in Figure 3 , the positive relationship between volunteering meaningfulness and organizational pride was stronger when employees perceived more organizational support than when they perceived less organizational support. Similarly, Figure 4 shows employees that perceived higher levels of organizational support reported higher trust than those who perceived less organizational support. Thus, these results support Hypotheses 5 and 6. Hypothesis 6 posited that the relationship between volunteering meaningfulness and organizational trust becomes stronger as perceived organizational support increases. As shown in Table 5 , there was a significant interaction effect between volunteering meaningfulness and perceived organizational support on organizational trust (β = 0.09, p < 0.05). Table 5 . Hierarchical regression model.
Organizational Pride Organizational Trust Variables
Step 3 Gender -0. We further depicted the interaction effects at one standard deviation above and below the mean [53] . As depicted in Figure 3 , the positive relationship between volunteering meaningfulness and organizational pride was stronger when employees perceived more organizational support than when they perceived less organizational support. Similarly, Figure 4 shows employees that perceived higher levels of organizational support reported higher trust than those who perceived less organizational support. Thus, these results support Hypotheses 5 and 6. We conducted additional analyses to test for the mediated moderation models that further assess the robustness of our results. Following the procedures by Muller, Judd, and Yzerbyt [63] , Table 6 presents the results of mediated moderation analysis for organizational pride. As shown in Table 6 , Equation 1 had significant interaction effects on the relationship between volunteering meaningfulness and OCBI (β = 0.14, p < 0.01) and the relationship between volunteering meaningfulness and OCBO (β = 0.09, p < 0.05). In Equation 2 , results showed that the interaction effect on the relationship between volunteering meaningfulness and organizational pride was significant (β = 0.11, p < 0.05). In Equation 3, organizational pride had a significant effect on both OCBI and OCBO (β = 0.54, p < 0.001; β = 0.60, p < 0.001, respectively). Equation 3 indicated that the interaction effect between volunteering meaningfulness and perceived organization support on OCBI was reduced (β = 0.08, p < 0.05), and the interaction effect between volunteering meaningfulness and perceived organization support on OCBO was not significant (β = 0.00, p > 0.1). These findings suggest that individuals that perceived that volunteering was meaningful and felt support from the organization were more likely to have feelings of organizational pride, which then further increased their citizenship behavior. We conducted additional analyses to test for the mediated moderation models that further assess the robustness of our results. Following the procedures by Muller, Judd, and Yzerbyt [63] , Table 6 presents the results of mediated moderation analysis for organizational pride. As shown in Table 6 , Equation 1 had significant interaction effects on the relationship between volunteering meaningfulness and OCBI (β = 0.14, p < 0.01) and the relationship between volunteering meaningfulness and OCBO (β = 0.09, p < 0.05). In Equation 2 , results showed that the interaction effect on the relationship between volunteering meaningfulness and organizational pride was significant (β = 0.11, p < 0.05). In Equation 3, organizational pride had a significant effect on both OCBI and OCBO (β = 0.54, p < 0.001; β = 0.60, p < 0.001, respectively). Equation 3 indicated that the interaction effect between volunteering meaningfulness and perceived organization support on OCBI was reduced (β = 0.08, p < 0.05), and the interaction effect between volunteering meaningfulness and perceived organization support on OCBO was not significant (β = 0.00, p > 0.1). These findings suggest that individuals that perceived that volunteering was meaningful and felt support from the organization were more likely to have feelings of organizational pride, which then further increased their citizenship behavior. As seen in Table 7 , Equation 1 showed significant moderation effects on the relationship between volunteering meaningfulness and OCBI (β = 0.14, p < 0.01) and the relationship between volunteering meaningfulness and OCBO (β = 0.09, p < 0.05). In Equation 2, the interaction effect was significant on the relationship between volunteering meaningfulness and organizational trust (β = 0.09, p < 0.05). Equation 3 showed that organizational trust had a significant effect on both OCBI and OCBO (β = 0.40, p < 0.001; β = 0.48, p < 0.001, respectively). In Equation 3, the moderating effect of perceived organizational support was reduced on the association between volunteering meaningfulness and OCBI (β = 0.14, p < 0.01). Equation 3 also indicated that the moderating effect of organizational trust on the association between volunteering meaningfulness and OCBO was not significant (β = 0.06, p > 0.10). Similar to perceptions of organizational pride, these findings also suggest that volunteer meaningfulness and perceived organizational support increased an individual's feelings of organizational trust, which then promoted their citizenship behavior. 
Discussion
The current study aimed to identify the multiple mediating effects of organizational pride and trust on the relationship between employee volunteering meaningfulness and organizational citizenship behavior. The study also investigated the moderating effects of perceived organizational support on the relationships between volunteering meaningfulness and organizational pride and trust. According to social identification, an individual will perceive oneness with or belongingness to the organization that one identifies with [34] . When an individual knows that one belongs to a certain group, it creates some emotional and value significance for group membership [64] ; therefore, supporting the study results as both organizational pride and trust mediated the relationship between volunteering meaningfulness and organizational citizenship behavior. Employee volunteering enables employees to perceive volunteering meaningfulness which increases organizational pride and trust which then positively affects organizational citizenship behavior. The study also found perceived organizational support to moderate the relationships between volunteering meaningfulness and organizational pride and trust. These findings suggest that perceived organizational support further strengthens the relationships between volunteering meaningfulness and organizational outcomes and that organizational support plays a pertinent role in increasing the two mediating variables through employee volunteering.
This study has several theoretical implications as it supports and confirms the conceptualized models of Rodell et al. [17] and Glavas [23] . Prior research has mainly focused on the direct effects between employee volunteering and organizational outcomes (e.g., [14, 65] ) and studies have been limited on further explaining the relationships through underlying mechanisms (e.g., [20, 21] ). In this regard, this study broadens our knowledge in CSR research by providing empirical evidence on the mediating effects that further explain the link between volunteering meaningfulness and organizational citizenship behavior. In addition, the study findings support the boundary conditions on the impact of employee volunteering by demonstrating the moderating effects of perceived organizational support on the relationships between volunteering meaningfulness and organizational pride and trust. In addition, it is noteworthy that our findings demonstrated mediated moderation explaining that perceived organizational support can also indirectly affect organizational citizenship behavior through organizational pride and trust.
Moreover, the study findings showed the positive impact of corporate volunteering on organizational citizenship behaviors. Prior studies have claimed that it is crucial for organizational members to perceive positive workplace attitudes and engage in positive workplace behaviors to achieve organizational sustainability since employee are key stakeholders to organizational success (e.g., [66] ). In this perspective, organizational citizenship behavior has been argued to be able to improve an organization's overall sustainability [67] . Therefore, the study extends CSR literature as it suggests that employee volunteering can result in organizational citizenship behaviors which then can improve corporate sustainability.
This study also has several practical implications. First, our findings suggest valuable insight in that it can help organizations and managers formulate an effective CSR strategy through employee volunteering. Managers might be skeptical about employee volunteering and worry that volunteering activities take employees away from their workplace [29] and that they may become more cynical about CSR perceptions than non-managers [68] . However, the study findings suggest that employee volunteering can lead to improved organizational outcomes that is, employee volunteering can support organizational values by carrying out CSR practices effectively. Second, corporate volunteering programs might be positively related to organizational performance when employees perceive volunteering to be meaningful. To elaborate, volunteering meaningfulness can help employees sustain motivation to continuously engage their volunteering activities [36] . Consequently, managers need to pay close attention to foster employee meaningfulness from the volunteering activities to ensure the enhancement of organizational outcomes.
As with any study, our study has some limitations. First, the study was conducted with a cross-sectional design making it difficult to formally draw inferences on the causal relationship. Thus, we did not completely rule out the possibility of a reverse causal relationship although there was theoretical explanation and conceptual frameworks to presume the hypothesized causal direction was appropriate. Therefore, future research should conduct a longitudinal approach which can provide a stronger argument for the causal relationship between volunteering and organizational outcomes. In addition, endogeneity might be a potential concern as variables are typically endogenous and the causal relationships are complex in survey-based empirical research [69] . Therefore, studies should apply econometric remedies that mitigate endogeneity such as the Generalized Method of Moments (GMM), fixed effect models, lagged independent and instrumental variables, as well as the addition of more meaningful control variables [70] .
Second, the findings of the study cannot be generalized to other cultures as this study was conducted in South Korea. Employee volunteering programs and employee responses are significantly influenced by cultural contexts and culture is an important factor to be considered when operating corporate volunteering programs [71] . Thus, it is needed to replicate the study findings in other cultural contexts in order to further validate our findings.
Third, we did not consider individual differences in the study. Specifically, previous studies have emphasized personality is an important facet influencing specific behaviors. For example, studies argued that prosocial personality, agreeableness, efficacy have important relationships with volunteering (e.g., [72, 73] ). Organizational behavior literature found significant relationships between personality and organizational outcomes (e.g., [74, 75] ). Therefore, it would be fruitful to further explore the relationships between personality and employee volunteering.
Last, the study did not include organizational characteristics within the study model as we conducted our analysis at the individual level. However, it should be noted that organizational characteristics can be an important aspect within CSR studies. For instance, company size is an organizational characteristic [76] that can significantly affect employee volunteering [11] . Hence, future studies should also consider including organizational characteristics that can influence employee volunteering and organizational outcomes.
Conclusions
Employee volunteering is one of the fastest growing CSR activities and the importance of corporate volunteering for corporate sustainability has been shown. Although there have been a number of research endeavors in this field, previous studies have not comprehensively explained psychological mechanisms and boundary conditions that associate CSR and organizational outcomes. Therefore, this study examined the mediating and moderating effects that link employee volunteering and organizational outcomes. The study found that organizational pride and trust mediated the relationship between volunteering meaningfulness and organizational citizenship behavior. In addition, results showed that perceived organizational support moderated the relationships between volunteering meaningfulness and organizational pride and trust. This study contributes to expand extant literature by associating volunteer meaningfulness to organizational citizenship behavior through organizational pride and trust. Moreover, the findings also contribute by elucidating how perceived organizational support can enhance the positive effects of volunteer meaningfulness to organizational pride and trust.
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